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Consumers are increasingly exposed to a wider range of wine brands as the industry is 
becoming vastly competitive. Using data from Australian wine consumers, the authors 
empirically test a model of antecedents of wine brand loyalty. The findings of this study 
show that wine knowledge and wine experience influence wine brand loyalty indirectly 
through wine brand trust and wine brand satisfaction. In addition, it is demonstrated that 
consumer satisfaction with a wine brand is the strongest driver of wine brand loyalty.  
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The wine industry has become extremely competitive worldwide, and consumers experience a 
much wider offer of wine brands in retail outlets (Gluckman, 1990). Growing competition in 
the domestic and global wine marketplace has resulted in the need for wineries to better 
understand the factors affecting consumer loyalty to wine brands. Australia has been one of 
the most successful wine producing countries in the last 20 years, with exports rising 
exponentially and the total volume of exports almost equaling the top European wine 
countries such as France and Spain (Lockshin and Albisu, 2006). The Australian wine 
industry is characterized by approximately 2300 wine companies and a wide range of brands, 
resulting in more complex purchase decisions for wine consumers. Thus, assessing the drivers 
of consumer wine brand choice is critical for marketing strategies (Hollebeek et al., 2007). 
Wine brand is found to be one of the most important influencers of consumers’ wine 
choice, above price and quality (Lockshin et al., 2009). Building a strong brand is one of the 
most important goals of product and brand management as it provides several benefits to a 
firm such as less vulnerability to competitive marketing actions and larger margins (Aaker, 
1996; Keller, 2003). Within the wine marketing literature, wine brand loyalty requires further 
research and understanding. Brand loyalty has been succinctly defined as “the attachment that 
a customer has to a brand” (Aaker, 1991, p. 39). Loyalty is both attitudinal, in terms of intent 
to purchase, and behavioral, through word of mouth referrals and repeat purchase. 
We develop a conceptual model of the antecedents of wine brand loyalty. We hypothesize 
that brand trust and satisfaction impact brand loyalty in the wine industry. Furthermore, we 
propose that brand trust and satisfaction are influenced by consumers’ wine knowledge and 
experience. Secondly, this model is tested using data collected from a survey of Australian 
consumers. Confirmatory factor analysis (CFA) is used to develop the construct measures and 
structural equation modeling (SEM) is used to test the proposed model. The findings of this 
study contribute to a better understanding of the drivers of brand loyalty in the wine industry. 
 
 
2. Literature Review and Hypotheses 
 
Several factors are found to influence the consumer´s decision when purchasing wine, 
including: specific attributes of the wine, previous wine consumption, and characteristics 
internal to the individual, such as product knowledge and experience, as well as psychological 
factors (Cox, 2009; Dodd et al., 2005; Hall et al., 2004; Hussain et al., 2007). Brand name, 
wine quality and taste, wine knowledge, wine price, awards, the advice of family and friends 
also affect wine choice (Batt and Dean, 2000; Quester and Smart, 1996; Hussain et al., 2007).   
In the case of wine choice, consumers often seek information cues to assist in the 
purchasing decision, such as: price, variety, style, brand name, region, label, package, and 
recommendations (Batt and Dean, 2000; Hall et al., 2001). Specifically, research has 
identified that the wine brand is among the most important  decision criteria (McCutcheon et 
al., 2009; van Zanten, 2005). The wine brand helps simplify the decision making process 
(Lockshin and Albisu, 2006), which is often regarded as complex with a high level of 
associated risk (Bruwer et al., 2002), for wine buying consumers, and acts as a proxy for a 
number of attributes (e.g., Jacoby et al., 1977). Yet, little is known about what factors 
influence consumers’ loyalty to a wine brand. The literature on branding and loyalty provide 
the foundation for investigating the antecedents of wine brand loyalty. We propose that brand 
trust and brand satisfaction are antecedents of brand loyalty. We also propose that consumers’ 















2.1 Brand loyalty 
 
Brand loyalty is defined as “a deeply held predisposition to re-patronize a preferred brand or 
service consistently in the future, causing repetitive same brand purchasing despite situational 
influences and marketing efforts having the potential to cause switching behavior” (Oliver, 
1999, p. 34). This definition emphasizes behavioral and attitudinal loyalty. Behavioral loyalty 
comprises repeated purchases of the brand, whereas attitudinal brand loyalty includes a degree 
of dispositional commitment or attitude towards the brand (Chaudhuri and Holbrook, 2001). 
For this study, we will focus on behavioral loyalty. Loyal customers are often willing to pay a 
price premium for their favorite brands, can be easily persuaded to accept new usage situations, 
and tend to increase their spending on the brand intensively and extensively, enhancing the 
brand’s marginal cash flow and profitability (Davis, 2002).   
 
2.2 Brand satisfaction 
 
Brand satisfaction can be defined as how satisfied a consumer is with a particular brand 
(Oliver, 1980),  and is derived from the accumulation of his/her expectations of and 
experiences with the brand over time (Rockwell, 2008). Satisfied consumers are more inclined 
to repeat purchase and are less receptive to competitors’ offerings (Oliver, 1999). Customer 
satisfaction is strongly related to customer and brand loyalty (Chaudhuri and Holbrook, 2001; 
Oliver, 1999). In particular, Schultz (2000) highlights the importance of satisfying a customer 
in order to create behavioral loyalty.  
Hypothesis 1: Wine brand satisfaction has a positive relationship with wine brand loyalty. 
 
2.3 Brand trust 
 
Brand trust is defined as “the willingness of the average consumer to rely on the ability of the 
brand to perform its stated function” (Chaudhuri and Holbrook, 2001, p.82). Consumers’ belief 
in the reliability and honesty of the brand increase brand trust, and these beliefs may arise from 
familiarity with or understanding of the brand based on previous experiences i.e., the 
relationship with the brand  (Gefen et al., 2003). Trust is viewed as a driver of customer loyalty 
(Oliver, 1999). Trust can also be developed through a relationship with a brand, which becomes 
a substitute for human contact with an organization’s personnel (Sheth and Parvatiyar, 1995; 
Blackston, 1992). Specifically, trust reduces the uncertainty in an environment in which 
consumers feel especially vulnerable because they know they can rely on the trusted brand. 
This suggests that brand trust is relevant to the wine context since the wine purchasing process 
is regarded as complex with a high level of associated risk (Bruwer et al., 2002). Thus, we 
propose that brand trust impacts both brand satisfaction and brand loyalty.  




















Hypothesis 3: Wine brand trust has a positive relationship with wine brand satisfaction. 
 
2.3 Consumer wine knowledge and experience 
 
We propose two antecedents of wine brand trust and wine brand satisfaction: wine knowledge 
and wine experience. Consumer knowledge about a brand refers to a judgment process in 
which consumers scan their memory for cues in order to help them evaluate the brand (Guo and 
Meng, 2008). Trust arises from having more knowledge about the brand (Muthukrishnan and 
Weitz Barton, 1991). Consumer knowledge about brands’ honesty and dependability is 
important to increase brand trust (e.g., Chaudhuri and Holbrook, 2001). Therefore, consumers 
with a high level of wine familiarity in terms of wine knowledge and experience would be more 
likely to have a high level of trust. 
Hypothesis 4: Consumer wine knowledge has a positive relationship with wine brand trust. 
Knowledge about a product or brand also increases the probability of customer satisfaction 
with that product or brand (Guo and Meng, 2008). Consumers’ beliefs about the brand being 
reliable, consistent, and competent leads to a greater level of brand satisfaction (e.g., Chaudhuri 
and Holbrook, 2001). Thus, we propose the following hypothesis:  
Hypothesis 5: Consumer wine knowledge has a positive relationship with wine brand 
satisfaction. 
Brand experience is described as sensations, feelings, cognitions, and behavioral responses 
evoked by brand-related stimuli that are part of a brand’s design and identity, packaging, 
communications, and environments where the consumer has been exposed to the brand (Brakus 
et al., 2009). Brand trust evolves from past experience and prior interaction (Garbarino and 
Johnson, 1999), developing over time as a result of experiential learning. As an experience 
attribute, it is influenced by the consumer's evaluation of any direct (e.g., trial, usage) and 
indirect (e.g., advertising, word of mouth) contact with the brand (Keller, 1993; Krishnan, 
1996). In addition, of these different brand contact points, the consumption experience is most 
relevant and important as a source of brand satisfaction, because it generates associations, 
thoughts, and inferences that are more self-relevant and certain (Dwyer et al., 1987; Krishnan, 
1996). We therefore propose the following hypotheses:  
Hypothesis 6: Consumer wine experience has a positive relationship with wine brand trust. 
Hypothesis 7: Consumer wine experience has a positive relationship with wine brand 
satisfaction. 
Based on schema theory (Sujan, 1985), Lurigio and Carroll (1985) suggest that people form 
abstract schemata from prior knowledge and then use them to build a body of experience. Prior 
knowledge of the product category determines the type of evaluation that a brand stimulus will 
evoke, and how confident a person is about the evaluation. Therefore, we propose:   
Hypothesis 8: Consumer wine knowledge has a positive relationship with wine experience. 
 
 
3. Research design and methodology 
 
The conceptual model was tested using a sample of Australian wine consumers. The survey 
was initially pretested with a sample of 20 consumers, which resulted in minor changes to 
wording in some questions. The final pretested version of the questionnaire was sent 
electronically to an Australian consumer panel database of approximately 5000 participants 
and yielded a total response of 1175, with a response rate of 23.5%. All age groups were 
represented with 28% between 18-34, 37% between 35-54 and 23% 55+. Males represented 
44% of the sample while there were slightly more females with a representation of 56%. 
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The questionnaire used extant measures from the literature. To address common method 
bias, semantic differential scales and 5-point Likert-type scales were used (Podsakoff et al., 
2003). The questionnaire also used both positively and negatively worded items to reduce 
common method variance. Measures were adopted and adapted from previous literature. Wine 
brand loyalty was measured by a 3-item Likert scale, adopted from Chaudhuri and Holbrook 
(2001), that focuses on behavioral loyalty. Wine brand trust was also measured by a 3-item 
Likert scale adopted from Chaudhuri and Holbrook (2001). Wine brand satisfaction was 
measured with a 3-item Likert scale adapted from Oliver (1980). Wine experience was 
measured by a 5-item Likert scale adapted from Murray (1985), and wine knowledge was 
measured with a 4-item Likert scale adapted from Muthukrishnan and Weitz Barton (1991). 
Exploratory factor analysis (EFA) and confirmatory factor analysis (CFA) were conducted for 
all constructs to test their reliability and validity. 
 
 
4. Analysis and results 
 
For this study, structural equation modeling (SEM) in AMOS 17 was used to test the 
proposed model and the hypothesized paths. The SEM analysis shows a good model fit 
(χ2/df=5.82, IFI=.956, TLI=.946, CFI=.956, and RMSEA=.064).Using Podsakoff and Organ’s 
(1986) procedure, factor analysis was conducted for all constructs and this revealed that there 
was no single factor or any general factor that accounted for most of the variance in the 
independent and dependent variables. This supports the absence of common method bias 
variance. The results of the hypotheses testing are shown in Table 1.  
 
Table 1 Regression Analysis 
H Independent Variable  Dependent Variable  B p        Result 
H1 Wine Brand Satisfaction Wine Brand Loyalty  .872 *** Supported 
H2 Wine Brand Trust  Wine Brand Loyalty  .002 .972 No 
H3 Wine Brand Trust  Wine Brand Satisfaction .932 *** Supported 
H4 Wine Knowledge  Wine Brand Trust  .034 .388 No 
H5 Wine Experience  Wine Brand Trust  .292 .000 Supported 
H6 Wine Knowledge  Wine Brand Satisfaction .022 .442 No 
H7 Wine Experience  Wine Brand Satisfaction .011 .724 No 
H8 Wine Knowledge  Wine Experience  .734 .000 Supported 
 
 
5. Discussion and conclusions 
 
The results of the study show that wine brand satisfaction is central for wine brand loyalty for 
Australian consumers. This result supports previous research, which has found that 
satisfaction is an important driver of loyalty toward a product or brand (e.g., Oliver, 1999). 
The results also show that brand trust indirectly impacts on brand loyalty through brand 
satisfaction. This finding challenges previous research espousing a direct link between trust 
and loyalty (Oliver, 1999) and indicates that in the wine context, trusting a brand or 
developing a relationship with a brand is not sufficient for consumer repurchase and loyalty. 
Since trust is only relevant under conditions of uncertainty (Doney and Cannon, 1997), these 
results may be explained by the fact that within the wine industry in Australia, many brands 
may be perceived as trustworthy. Consequently, consumers might not feel particularly 
vulnerable about choosing a wine brand and as a result, higher levels of brand trust only lead 
to more satisfaction, but not necessarily loyalty. It also suggests that Australian consumers are 
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willing to try new wine brands in the market, rather than stay loyal to a particular brand, in 
order to build up wine knowledge and experience. 
In examining the antecedents of brand trust and satisfaction, the results show that wine 
knowledge and experience do not have a direct effect on wine brand satisfaction, but an 
indirect effect through brand trust. This suggests that higher levels of wine knowledge and 
experience do not necessarily lead to higher levels of satisfaction with a wine brand, but 
indirectly effect satisfaction by increasing trust in the wine brand. This contradicts previous 
findings which purport that product knowledge leads to attitude outcomes such as satisfaction 
(e.g., Guo and Meng, 2008). In addition, it was found that wine knowledge has a direct impact 
on brand trust through wine experience. In other words, in the wine industry, consumer brand 
trust arises, not from having wine knowledge, but past experience and prior interaction with 
the wine brand (Garbarino and Johnson, 1999). However, although past experience does 
impact brand trust, it does not lead directly to brand satisfaction. 
Finally, consumer satisfaction with a wine brand is a fundamental factor that wine 
marketing managers must consider to enhance wine brand loyalty in the Australian context. 
Satisfaction includes the evaluation of tangible elements of the wine brand, such as quality, 
price, and trust, but also the emotional components of the brand experience, such as feeling 
‘good’ and ‘happy’ about purchasing the wine brand. The findings also imply that brand trust 
is a driver of brand satisfaction, so wine marketing managers must manage the brand image 
and performance to make sure that it is perceived as being consistent, reliable, and honest. 
Regarding limitations, this study was conducted in one country context, which limits the 
generalizability of the results. Future research could replicate the study in different countries 




Aaker, D. (1991). Managing Brand Equity. Ontario: The Free Press. 
Aaker, D. A. (1996) Building Strong Brands, New York, Free Press. 
Batt, P. J. & Dean, A. (2000), "Factors influencing consumer's decision". Australian & New 
Zealand Wine Industry Journal, 15, 34-41. 
Blackston, M. (1992), "Observations: Building Brand Equity by Managing the Brand's 
Relationships". Journal of Advertising Research, 32, 79. 
Brakus, J. J., Schmitt, B. H. & Zarantonello, L. (2009), "Brand Experience: What Is It? How Is It 
Measured? Does It Affect Loyalty?". Journal of Marketing, 73, 52-68. 
Bruwer, J., Li, E. & Reid, M. (2002), "Segmentation of the Australian Wine Market using a Wine-
Related Lifestyle Approach". Journal of Wine Research, 13, 217-242. 
Chaudhuri, A. & Holbrook, M. B. (2001), "The chain of effects from brand trust and brand affect 
to brand performance: the role of brand loyalty". Journal of Marketing, 65, 81-94. 
Cox, D. (2009), "Predicting Consumption, Wine Involvement and Perceived Quality of Australian 
Red Wine". Journal of Wine Research, 20, 209-229. 
Davis, S. (2002), "Brand Asset Management: How businesses can profit from the power of 
brand". The Journal of Consumer Marketing, 19, 351. 
Dodd, T. H., Laverie, D. A., Wilcox, J. F. & Duhan, D. F. (2005), "Differential effects of 
experience, subjective knowledge, objective knowledge on sources of information used in 
consumer wine purchasing". Journal of Hospitality and Tourism Research, 29, 3-19. 
Doney, P. M. & Cannon, J. P. (1997), "An Examination of the Nature of Trust in Buyer-Seller 
Relationships". Journal of Marketing, 61, 35-51. 
Dwyer, R. F., Schurr, P. H. & Oh, S. (1987), "Developing Buyer-Seller Relationships". Journal of 
Marketing, 51. 
Garbarino, E. & Johnson, M. S. (1999), "The different roles of satisfaction, trust, and commitment 
in customer relationships". Journal of Marketing, 63, 70. 
7 
 
Gefen, D., Karahanna, E. & Straub, D. W. (2003), "Trust and TAM in online shopping: An 
integrated model". MIS Quarterly, 27, 51-90. 
Gluckman, R. L. (1990), "A Consumer Approach to Branded Wines". European Journal of 
Marketing, 24, 27-46. 
Guo, L. & Meng, X. (2008), "Consumer knowledge and its consequences: an international 
comparison". International Journal of Consumer Studies, 32, 260-268. 
Hall, J., Binney, W. & O'Mahony, G. B. (2004), "Age Related Motivational Segmentation of 
Wine Consumption in a Hospitality Setting". International Journal of Wine Marketing, 16, 29. 
Hussain, M., Cholette, S. & Castaldi, R. (2007), "Determinants of wine consumption of US 
consumers: an econometric analysis". International Journal of Wine Business Research,19, 49. 
Jacoby, J., Szybillo, G. & Busato-Sehach, J. (1977), "Information acquisition behaviour in band 
choice situations". Journal of Consumer Research, 3, 209-216. 
Keller, K. L. (1993), "Conceptualizing, measuring, and managing customer-based brand equity". 
Journal of  Marketing, 57, 1-22. 
Keller, K. L. (2003) Strategic Brand Management, N.J., Prentice Hall, Upper Saddle River. 
Krishnan, H. S. (1996), "Characteristics of memory associations: A consumer-based brand equity 
perspective". International Journal of Research in Marketing, 13, 389. 
Lockshin, L. & Albisu, L. M. (2006), "Co-Editors' Introduction to the Special Issue". 
Agribusiness, 22, 301-306. 
Lockshin, L., Mueller, S., Louvier, J., Francis, L. & Osidacz, P. (2009), "Development of a new 
method to measure how consumers choose wine". Australian & New Zealand Wine Industry 
Journal, 24, 37-42. 
Lurigio, A. J. & Carroll, J. S. (1985), "Probation Officers' Schemata of Offenders: Context, 
Development, and Impact on Treatment Decisions". Journal of Personality and Social 
Psychology, 48, 1112. 
McCutcheon, E., Bruwer, J. & Li, E. (2009), "Region of origin and its importance among choice 
factors in the wine-buying decision making of consumers". International Journal of Wine 
Business Research, 21, 212-234. 
Murray, K. (1985) Risk perception and information source use for products differing in service 
attributes. Doctoral Dissertation Arizona State University: Temple, Arizona. 
Muthukrishnan, A. V. & Weitz Barton, A. (1991), "Role of Product Knowledge in Evaluation of 
Brand Extensions". Advances in Consumer Research, 18, 407-413. 
Oliver, R. L. (1980), "A Cognitive Model of the Antecedents and Consequences of Satisfaction 
Decisions". Journal of Marketing Research, 17, 460-469. 
Oliver, R. L. (1999), "Whence Consumer Loyalty". Journal of  Marketing, 63, 33-44. 
Podsakoff, P. M., Mackenzie, S. B., Lee, J.-Y. & Podsakoff, N. P. (2003), "Common Method 
Biases in Behavioral Research: A Critical Review of the Literature and Recommended 
Remedies". Journal of Applied Psychology, 88, 879-903. 
Podsakoff, P. M. & Organ, D. (1986), "Self-Reports in Organizational Research: Problems and 
Prospects". Journal of Management, 12, 531-543. 
Quester, P. G. & Smart, J. (1996), "Product involvement in consumer wine purchases: Its 
demographic determinants and influence on choice attributes". International Journal of Wine 
Marketing, 8, 37. 
Rockwell, C. (2008), "The mathematics of brand satisfaction". Management Review, 19, 75-83. 
Schultz, D.E. (2000), "Understanding and measuring brand equity". Marketing Management, 9, 8. 
Sheth, J. N. & Parvatiyar, A. (1995), "Relationship marketing in consumer markets: Antecedents 
and consequences". Academy of Marketing Science. Journal, 23, 255. 
Sujan, M. (1985), "Consumer Knowledge: Effects on Evaluation Strategies Mediating Consumer 
Judgments". Journal of Consumer Research, 12, 31. 
Van Zanten, R. (2005), "Drink Choice: Factors influencing the intention to drink wine". 
International Journal of Wine Marketing, 17, 49-61. 
 
